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INTRODUCTION 


Libraries,  as  much  as  any  other  institution  in  modern  society,  need 
to  engage  in  public  relations.  Public  relations  is  organized,  on-noing 
communication.  It  is  a  two-way  process  in  which  one  party  attempts  to 
disseminate  information  while  the  other  provides  feedback  reaarding  its 
needs  and/or  the  effectiveness  of  the  communicator's  message. 

Unfortunately,  most  people  seem  to  eouate  public  relations  with 
media  publicity  (e.g.,  posters,  television  announcements,  newspaper 
articles),  advertising,  or  worse.  To  be  sure,  public  relations  involves 
an  element  of  promotion,  at  least  to  the  degree  of  trying  to  establish  a 
basis  of  communication  and  good  will  between  the  parties.  Thereafter, 
the  amount  of  "promotion"  is  largely  a  function  of  the  importance  and 
timeliness  of  the  information  to  be  disseminated.  All  public 
institutions,  and  libraries  are  no  exception,  must  explain  their 
mission,  services,  and  needs.  In  an  era  when  public  expenditures  have 
come  under  increasina  scrutiny,  if  not  attack,  the  development  of  an 
informed  and  supportive  public  is  critical  to  an  agency's  stability, 
expansion,  or  diversification. 

In  an  effort  to  identify  the  current  public  relations  practices  and 
needs  of  Montana's  libraries,  the  Montana  State  Library  commissioned  a 
survey  directed  at  local  public  libraries  across  the  state.  The  survey 
compiled  information  on  seven  general  topics,  including 

1.  The  "image"  of  public  relations  among  Montana  librarians. 

2.  The  structure  of  and  resources  available  for  library  public 
relations  programs. 

3.  Public  relations  activities  currently  employed  by  Montana's 
public  libraries. 

4.  The  goals  of  library  public  relations  programs. 

5.  Target  audiences  for  library  public  relations  proorams. 


6.  The  responsibility  for  coordinating  library  public  relations. 

7.  Characteristics  of  libraries  participating  in  the  study. 


The  balance  of  the  report  is  divided  into  seven  sections,  each 
corresponding  to  one  of  the  topics  listed  above. 


SURVEY  METHODOLOGY  AND 
CHARACTERISTICS  OF  THE  SAMPLE 


Methodology 

The  survey  was  directed  at  a  sample  of  forty  public  libraries 
across  Montana.  The  libraries  were  classified  as  larqe,  medium,  or 
small  facilities  based  upon  collection  size  and  circulation.  All 
federation  headquarter  libraries  were  included  in  the  sample  as  "larqe" 
libraries.  Other  libraries  were  added  to  the  sample  as  "typical" 
representatives  for  libraries  of  their  size  and  qeoqraphical  location. 
The  sample  included  ten  larqe  libraries,  14  medium  sized,  and  16  small 
libraries  and  all  were  public  libraries.  The  sample  represented  31.7 
percent  of  all  public  libraries  in  Montana. 

The  survey  was  conducted  by  telephone  using  a  14-item 
questionnaire  containing  both  open-ended  and  forced  choice  questions. 
The  survey  interviews  were  held  between  August  21  and  27,  1985.  Two 
small  libraries  could  not  be  contacted  and  were  excluded  from  the 
sample.  The  38  completed  interviews  constitute  a  95  percent  completion 
rate.  Interviews  were  primarily  held  with  the  librarian  (92.1  percent) 
although  the  assistant  or  deputy  librarian  responded  in  three  cases. 
Appendix  A  contains  a  copy  of  the  survey  instrument  and  a  list  of  the 
libraries  included  in  the  sample. 

Characteristics  of  the  Sample 

The  survey  instrument  contained  11  items  measuring  various 
"demographic"  characteristics  of  the  sample  libraries.  Five  items  at 
the  start  of  the  questionnaire  asked  the  respondent  to  provide  his/her 
perception  about  the  size  of  the  library,  its  service  area,  and  whether 
the  pattern  of  library  use  was  changing.  The  tabulation  of  those 
elements  is  presented  in  Table  1.  The  vast  majority  (84.2  percent)  of 
libraries  viewed  their  service  area  as  their  home  county.  Only  three 
libraries  (Parmly,  Glasgow,  and  Great  Falls)  said  they  served  a 
multi -county  area,  even  though  six  sample  members  were  federation 


TABLE  1 
SELF  ASSESSMENT  OF  LIBRARY  CHARACTERISTICS 


Number 
Respondi 

of 
2nts 

Percent 
of  Total 

Largest  Geographical 

Area 

Served 

City/ Town 

3 

7.92 

Portion  of  county 

0 

0.0% 

County 

32 

84.2% 

Mul ti -county 

_3 

7.9% 

Total 

38 

100.0% 

Estimated  Population 
of  Service  Area 

Less  than  9,999 

Between  10,000  and  19,999 

Greater  than  20,000 

Total 


16 
13 
_9 
38 


42, 

,1% 

34, 

,2% 

23, 

.7% 

1 00 . 0% 


Share  of  Population  Who  Use 
Library  More  Than  Twice  a  Year 

25  percent  or  less 

26  to  50  percent 
51  to  75  percent 
76  percent  or  more 
No  response 

Total 


11 

7 

7 

4 

_9 

38 


28.9% 
18.4% 
18.4% 
10.5% 
23.8% 
100.0% 


TABLE  1 
SELF  ASSESSMENT  Of  LIBRARY  CHARACTERISTICS  (CONTINUE!}) 


Population  of  Library 

Service  Area 

Number 
Respond! 

10 

of 
?nts 

Percent 
of  Total 

Increasing 

26.3? 

Decreasing 

12 

31.6? 

Remaining  the  same 

15 

39.5? 

No  response 

J_ 

2.6% 

Total 

38 

100.0? 

Annual  Library  Circuit 

ation 

Increasing 
Decreasing 
Remaining  the  same 
Total 


Library  Population 
of  Service  Area 

Less  than  9,999 

10,000  to  19,999 

Greater  than  20,000 


28 

6 

_4 

38 


Population/Circulation  Ratio 


73.7? 

15.8? 

10.5? 

100.0? 


Items  Per  Person 

Range  Average 


2.10-12.88 
1.01-  8.15 
1.35-  7.29 


6.45 
4.77 
4.41 


Source:  Mountain  International,  Inc. 


headquarters  with  a  clear  responsibility  to  coordinate  and  assist  with 
the  provision  of  library  services  in  outlying  jurisdictions. 

The  sample  libraries  had  an  accurate  assessment  of  the  population 
of  their  service  area,  but  found  it  difficult  to  identify  what  portion 
of  the  population  used  the  library  with  some  regularity  (i.e.,  more  than 
twice  per  year).  For  most  respondents,  library  use  is  equated  with 
circulation  not  with  the  number  of  persons  who  use  the  facility  or  its 
services.  While  29  libraries  made  a  "best  guess"  at  the  number  of 
patrons  who  used  the  library  more  than  twice  a  year,  nine  others  (23.7 
percent)  could  not  answer  the  question.  Only  one  respondent  library 
indicated  that  it  made  regular  counts  of  library  users  .  No  party 
mentioned  efforts  to  distinguish  between  library  users  (i.e., 
individuals)  and  user  visits  and/or  circulation. 

Two  items  on  the  second  page  of  Table  1  show  the  librarian's 
assessment  of  population  and  circulation  trends  in  their  service  areas. 
About  one-quarter  of  those  interviewed  felt  the  population  of  their 
service  area  was  increasing  while  73.7  percent  said  annual  circulation 
was  going  up.  Just  over  40  percent  (five  cases)  of  the  libraries  with  a 
declining  population  base  indicated  that  circulation  was  on  the  rise. 
Library  circulation  is  not  strictly  tied  to  population  as  shown  by  the 
last  tabulation  in  Table  1.  The  libraries  reported  per  capita 
circulation  ranging  from  1.01  to  12.88  and  averaging  5.35  items  in 
circulation  per  person.  Libraries  located  in  the  less  populous  areas 
reported  the  highest  per  capita  circulation  rates. 

Table  2  contains  tabulations  of  seven  library  characteristics, 
principally  descriptions  of  library  size.  If  that  information  is 
combined  to  create  a  library  profile,  a  "typical"  Montana  public  library 
would  have  the  following  characteristics: 


Other  libraries  might  be  counting  patron  visits  but,  if  so,  they  did 
not  mention  it  to  the  interviewer. 


TABLE  2 
LIBRARY  CHARACTERISTICS 


Hours  of  Operation  Per  Week 
Less  than  20  hours 
20  to  29  hours 
30  to  39  hours 
40  to  49  hours 
50  to  59  hours 
60  or  more  hours 
Total 


Staff  FTE 


Less  than  two 
Two  to  three 
Four  to  five 
Six  to  ten 
Eleven  to  nineteen 
Twenty  or  more 
Total 

Total  Number  of  Titles 
Less  than  20,000 
20,000  to  49,999 
50,000  to  99,999 
100,000  or  more 
Total 


Number 

ot 

Percent 

Respondents 

of  Total 

2 

5.3% 

4 

10.5% 

8 

21.1% 

15 

39.5% 

6 

15.8% 

3 

7.9% 

38 

100.0% 

14 

10 

4 

4 

3 

_2 

37 

16 
13 

5 
_3 
37 


37 

.8% 

27 

.0% 

10, 

.8% 

10. 

,8% 

8. 

,1% 

5.4 

100.0% 

43.2% 

35.1% 

13.5% 

8.1% 

100.0% 


9. 


TABLE  2 
LIBRARY  CHARACTERISTICS  (CONTINUED) 


Annual  Circulation 
Less  than  20,000 
20,000  to  49,999 
50,000  to  99,999 
100,000  or  more 
Total 

Total  FY  1984  Expenditures 
Less  than  $20,000 
$20,000  to  $*9,999 
$50,000  to  $99,999 
$100,000  to  $199,999 
$200,000  or  more 
Total 

Spending  Per  Capita  --  FY  1984 
Less  than  $4.00 
$4.00  to  $6.99 
$7.00  to  $9.99 
$10.00  to  $12.99 
$13.00  or  more 
Total 


Number 

of 

Percent 

Respond< 

?nts 

of  Total 

10 

26.3% 

11 

28.9% 

10 

26.3% 

_7_ 

18.4% 

38 

100.0% 

6 

11 

8 

7 

_6 

38 

4 

15 

6 

6 

_6 

37 


15, 

,  8°; 

28, 

9a 

21. 

.1% 

18, 

,4% 

15 

$% 

100.05 


10, 

,8% 

40, 

.5% 

16. 

,2% 

16. 

,2% 

16. 

,2% 

100.0% 


10. 


TABLE  2 
LIBRARY  MEASUREMENTS  (CONTINUED) 


Library  Federation 
Rroad  Valleys 
Golden  Plains 
Pathfinder 
Sagebrush 
South  Central 
Tamarack 
Total 


Number  of 
Respondents 


9 
4 
7 
6 
5 
J_ 
38 


Percent 
of  Total 


23, 

.7% 

10, 

.52 

18. 

.4% 

15, 

,8% 

13, 

p<v 

18. 

A% 

100.02 


Missing  one  case. 
Source:  Mountain  International,  Inc. 


ll 


Operates  40-49  hours   per  week  (39.5  percent) 

Has  less  than  two  staff  FTE  (37.8  percent) 

Has  less  than  20,000  titles  (43.2  percent) 

Has  an  annual  circulation  between  20,000  and  49,999  (28.9 

percent) 

Total  expenditures  (in  1984)  were  between  $20,000  and  $49,999 

(28.9  percent) 

Estimated  spending  per  capita  (1984)  was  between  $4.00  and 

$6.99  (40.5  percent) 

Table  2  reflects  the  relatively  small  resource  base  available  to  Montana 
libraries.  Budgets  are  small,  staff  resources  limited,  and  library 
materials  in  short  supply.  The  final  tabulation  of  Table  2  shows  the 
distribution  of  sampled  libraries  by  library  federation.  The  survey 
covered  all  corners  of  Montana. 

Responses  to  survey  questions  were  cross  tabulated  with  the 
descriptors  of  library  size  contained  on  Table  2.  Staff  at  several  of 
the  libraries,  particularly  the  larger  libraries,  had  previous 
experience  with  public  relations  activities  but,  in  the  main,  their 
perception  and  use  of  public  relations  techniques  were  not  markedly 
dissimilar  from  the  views  of  other  librarians. 


12, 


THE  "IMAGE"  OF  PUBLIC  RELATIONS 


13 


Table  3  depicts  the  general  image(s)  or  set  of  activities  which 

come  to  mind  when  librarians  think  of  public  relations.   Most  of  the 

respondents  identified   activities  with  which   they  had   previous 
experience. 

In  total,  the  survey  inquiry  drew  87  responses  in  12  major 
categories,  or  an  average-  of  2.3  responses  per  library.  The  two  most 
common  activities  mentioned  were  the  use  of  newspaper  media  and  hosting 
a  children's  story  hour. 

About  46  percent  of  the  responses  defined  public  relations  in  terms 
of  some  type  of  "media''  activity  primarily  via  printed  materials  but 
also  radio  and  television  coverage.  Twenty  responses  (23.0  percent) 
included  organized  communication  programs  such  as  the  children's  story 
hour  or  a  "Friends  of  the  Library"  organization.  In  general,  the 
responses  to  this  Question  were  either  very  general  (i.e.,  "portray  a 
positive  image")  or  extremely  specific  (i.e.,  "have  a  booth  at  the 
county  fair").  The  responses  also  showed  a  pattern  of  thinking  about 
public  relations  as  if  it  were  a  distinct  activity,  separate  from  the 
activities  of  the  library  in  general  rather  than  a?  *n  integral  part  of 
its  operation.  Most  respondents  also  appeared  to  equate  public 
relations  with  publicity  and/or  with  special  program  efforts  (i.e., 
children's  reading  hour),  notwithstanding  their  content.  Few 
respondent's  viewed  public  relations  as  an  on-going  process;  most  saw  it 
in  terms  of  specific  events  and,  of  limited  duration. 

A  list  of  all  respondent  answers  can  be  found  in  the  appendix. 


14. 


TABLE  3 

INITIAL  REACTIONS  TO  THE  QUESTION: 

'When  I  Say  'Public  Relations'  for  Libraries,  What  Type 

of  Image  or  Set  of  Activities  Comes  to  Mind?" 


1 .  Newspaper  media 

2.  Children's  story  hour 

3.  Letting  the  public  know  libraries 
are  there  for  them 

4.  Radio/television  media 

5.  Personal  attention  to  customers 

6.  Special  programs 

7.  Other  communication  tools  (displays,  posters) 

8.  Portraying  library  as  a  community  center 

9.  Portraying  a  positive  image 

10.  General  media  coverage 

11.  "Friends  of  the  Library"  program 

12.  Fair  booths 


Number  of 

Times 

Percent 

Mentioned 

of  Total 

18 

47.4% 

10 

26.3% 

8 

21.1% 

7 

18.4% 

7 

18.4% 

7 

18.4% 

7 

18.4% 

6 

15.8% 

6 

15.8% 

5 

13.2% 

3 

7.9% 

3 

7.9% 

Source:  Mountain  International,  Inc. 


15. 


STRUCTURE  AND  RESOURCES 
AVAILABLE  FOR  LIBRARY  PUBLIC  RELATIONS 


16. 


Table  4  contains  tabulations  of  three  survey  items  concerning  the 
structure  and  resources  available  for  library  public  relations 
activities.  The  overwhelming  majority  of  libraries  characterized  their 
public  relations  effort  as  informal  (89.5  percent).  Two  small  libraries 
said  they  made  little  or  no  public  relations  effort  while  two  others, 
Lewis  and  Clark  and  Parmly-Bill ings,  called  their  efforts  "formal." 

When  asked  how  many  hours  per  month  the  library  staff  devoted  to 
public  relations  activites,  a  number  of  the  respondents  had  difficulty 
intially  answering.  There  was  an  immediate  tendency  to  say  little  or 
none.  Several  respondents  then  hesitated  and  tempered  their  first 
answer  with  reference  to  a  specific  hourly  amount.  Eleven  libraries 
(28.9  percent)  said  that  20  or  more  staff  hours  per  month  were  devoted 
to  public  relations.  In  the  main,  these  libraries  v/ere  medium  sized  to 
large  facilities.  Almost  half  of  the  libraries  (18)  said  fewer  than  ten 
hours  were  spent  on  public  relations.  Over  40  percent  of  those  surveyed 
said  the  library  spent  "nothing"  on  public  relations;  five  reported 
spending  less  than  $100  and  four  more  said  their  public  relations 
expenditures  were  over  $1,000  per  year.  Only  a  handful  of  the  libraries 
had  a  specific  budget  amount  earmarked  for  public  relations. 

The  question  about  annual  public  relation  expenditures  was 
difficult  for  most  respondents  to  answer  since  public  relations  was  not 
a  "formal"  activity  of  the  library.  Costs  that  could  be  legitimately 
classified  as  public  relations  were  not  thought  of  as  such  because  they 
were  part  of  the  printing,  salary,  telephone,  and  other  expenditure 
categories  of  the  institution.  When  respondents  were  subsequently  asked 
if  their  library  had  used  various  public  relations  techniques  (see 
question  #10),  several  became  aware  of  the  breadth  of  activity  that 
might  be  considered  part  of  a  public  relations  effort.  Then,  they 
wanted  to  go  back  to  the  previous  question  and  increase  the  amount  they 
reported  as  public  relations  expenditures.  When  all  amounts  were 
counted,  the  38  libraries  reported  a  range  of  expenditures  from  zero  to 
$3,000,  with  the  median  amount  of  $25.00. 


17. 


TABLE  4 
PUBLIC  RELATIONS  WITHIN  THE  INDIVIDUAL  LIBRARY 


Structure  of  Publ ic 

Relations 

Proqram 

Number  of 
Respondents 

2 

Percent 
of  Total 

Formal 

5.3% 

Informal 

34 

89.52 

Little  or  no  publ ic 

re 

ilations 

2 

5.3% 

Total 

38 

100.0% 

Staff  Hours  Devoted 
Public  Relations  Ea< 

tc 
:h 

i 
Month 

Less  than  5  hours 

7 

18.4% 

5  to  9  hours 

6 

15.8% 

10  to  14  hours 

7 

18.4% 

15  to  19  hours 

2 

5.3% 

20  or  more  hours 

11 

28.9% 

No  response 

_5 

13.2% 

Total 

38 

100.0% 

Annual  Money  Spent  i 

Dn 

Public 

Relations 

16 

No  money  spent 

42.1% 

$1  to  $99 

5 

13.3% 

$100  to  $299 

6 

15.8% 

$300  to  $499 

4 

10.5% 

$500  to  $999 

1 

2.6% 

$1 ,000  or  more 

4 

10.5% 

No  response 

_2 

5.2% 

Total 

38 

100.0% 

Source:  Mountain  International,  Inc. 

18. 


PUBLIC  RELATIONS  ACTIVITIES  CURRENTLY 
EMPLOYED  BY  MONTANA  PUBLIC  LIBRARIES 


19. 


The  survey's  tenth  question  identified  a  series  of  typical  public 
relations  activities.  In  turn,  each  respondent  was  asked  to  indicate 
whether  the  library  had  employed  each  method  during  the  past  three  years 
and,  to  judge  how  effective  each  approach  was  likely  to  be  in 
communicating  with  people  in  their  area  of  Montana.  The  results  are 
summarized  in  Table  5. 

The  three  most  commonly  used  public  relations  methods  were 
newspaper  articles  (100  percent),  speaking  engagements  or  tours  of  the 
library  to  explain  its  use  (97.4  percent),  and  special  programs  to 
encourage  reading  (94.7  percent).  Those  three  approaches  v/ere  also  the 
most  highly  rated  for  effectiveness  with  "high"  ratings  of  78.9  percent, 
57.9  percent,  and  68.4  percent,  respectively. 

Librarians  from  small,  rural  libraries  had  particularly  positive 
opinions  about  newspaper  coverage.  One  respondent  noted,  "There  is 
nothing  else  to  do  in  this  town  but  read  the  newspaper.  Every  column 
gets  read!"  Also,  newspapers  will  usually  run  a  library  column  free  of 
charge,  an  advantage  to  those  with  a  small  public  relations  budget. 

Preparation  and  distribution  of  brochures/pamphlets  about  the 
library  and  radio/television  announcements  were  reported  by  just  over 
three-quarters  of  the  libraries.  The  smaller  libraries,  especially 
those  with  less  than  two  staff  members,  v/ere  not  apt  to  use  such 
methods.  Neither  approach  was  given  a  strong  score  for  effectiveness. 
Most  respondents  rated  brochures/pamphlets  as  a  "medium"  method  of 
communication.  Several  librarians  mentioned  that  brochures  were  a 
problem  to  distribute.  For  many,  the  only  distribution  point  was  the 
library  itself,  making  it  a  seemingly  useless  effort  to  reach  non-users. 
Bookmarks  were  referred  to  by  a  number  of  librarians  as  an  approach  to 
public  communication  but  with  little  noticeable  effect. 

Television/radio  announcements  received  the  highest  designation  as 
a  "poor"  method  (36.8  percent)  of  communication.  That  judgement  was 
very  pronounced  in  rural  areas  served  by  small  libraries. 
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The  three  public  relations  activities  with  the  lowest  overall  rates 
of  useaqe  were:  1)  havinq  community  groups  use  the  library  for 
meetings,  etc.  (71.9  percent);  2)  preparation  and  distribution  of 
posters  about  the  library  (68.4  percent);  and  3)  participation  of 
library  staff  in  civic  groups  (63.2  percent).  Posters  were  not  viewed 
as  a  particularly  effective  means  of  communication.  Some  respondents 
said  that  finding  places  around  town  to  put  them  was  a  difficult  task, 
while  others  mentioned  that  there  is  so  much  propaganda  floating  around 
town  that  no  one  pays  attention  to  posters. 

Having  community  groups  use  the  library  and  having  library  staff 
participate  in  community  groups  were  both  rated  "medium-high"  for 
effectiveness.  Proponents  of  having  community  groups  use  the  library 
said  they  wanted  people  to  feel  the  library  was  a  community  facility. 
They  also  reported  that  it  tends  to  bring  in  non-users  who  may  become 
curious  and  browse  through  the  library's  books  and  displays. 

The  tabulations  on  Table  5  are  illustrative  in  several  ways. 
First,  whether  they  recognize  it  or  not,  Montana  libraries  do  engage  in 
a  great  amount  of  public  relations  activity.  The  lowest  score  given  any 
particular  method  was  63.2  percent  (i.e.,  involvement  in  civic  groups). 
There  also  is  a  fairly  broad  consensus  on  the  methods  that  will  work 
best  in  Montana  --  newspapers,  reading  programs,  speaking  engagements/ 
tours,  and  having  community  groups  use  the  library  facility.  Finally, 
there  is  a  general  recognition  that  effective  communication  is  based  on 
personal  contact.  Except  for  newspaper  coverage,  the  communicative 
media  with  the  lowest  scores  for  effectiveness  were  also  the  most 
impersonal  —  television/radio  announcements,  brochures,  and  posters. 
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THE  GOALS  OF  LIBRARY  PUBLIC  RELATIONS  PROGRAMS 
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An  open-ended  question  was  used  to  elicit  the  librarian's  views 
regarding  the  goals  libraries  should  seek  to  accomplish  throuqh  a  public 
relations  effort.  Tirst,  the  respondent  was  asked  to  answer  the 
question,  and  then,  the  interviewer  was  to  seek  more  detail  with  six 
additional  questions,  as  listed  below: 

Public  relations  are  to  be  used: 


1.  To  improve  political  relations  with  local  government/budget 
officials? 

2.  To  increase  circulation? 

3.  To  increase   use  of  library  services   other  than   book 
circulation? 

4.  To  increase  citizen/taxpayer  support? 

5.  To  increase  the  number  of  patrons? 

6.  To  increase  use  of  library  facilities? 


The  primary  answers  to  the  questions  are  summarized  in  Table  6. 
The  largest  number  of  comments  (46.9  percent)  indicated  the  purpose  of 
public  relations  was  to  make  people  aware  of  the  various  services, 
programs,  and  materials  available  at  the  library.  "Awareness"  was  a  key 
word  used  quite  frequently.  Other  frequent  responses  were  "to  encourage 
people  to  use  the  library  more"  (12.2  percent)  and  "to  create  a  positive 
image  or  improve  the  image  of  the  library"  (10.2  percent).  The  large 
libraries  were  more  inclined  to  mention  the  value  of  public  relations 
for  monetary  support  as  were  libraries  that  had  recent  involvement  with 
fund  raising  for  a  new  facility. 

When  prompted  to  provide  a  more  in-depth  response  to  what  a  library 
should  be  trying  to  accomplish  through  public  relations,  most 
respondents  said  that  increasing  circulation  was  not  a  high  priority. 
Circulation  was  generally  described  as  an  inadequate  measure  of  library 
success  and  many  said  that  such  records  were  kept  to  satisfy  statistical 
reporting  requirements,  and  not  to  facilitate  library  management.  Most 
librarians  also  agreed  that  "politics"  v/as  an  important  subject  for  a 
public  relations  campaign.  That  response  had  to  be  drawn  out  by  the 
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TABLE  6 

RESPONSES  TO  THE  QUESTION: 

"In  Your  Opinion,  What  Should  a  Library  Be 
Trying  to  Accomplish  Through  a  Public  Relations  Effort?' 


1.  To  make  people  av/are  of  the  various 
services,  programs,  and  materials 
available  at  the  library 

2.  To  encourage  people  to  use  the  library  more 

3.  To  make  people  aware  of  the  library's 
existence 

4.  To  create  a  positive  image  or  improve  the 
image  of  the  library 

5.  To  encourage  more  people  to  use  the 
library 

6.  To  address  the  financial  capabilities  of 
the  community  and  the  powers  of  local  officals 

Total 


Number  of 

Times 

Percent 

Mentioned  - 

"  of  Total 

23 

46.9% 

7 

14.3? 

6 

12.2% 

5 

10.2? 

4 

8.2% 

s   _4 

8.2% 

49 

100.0% 

Source:     Mountain   International,    Inc. 
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interviewer,  however.  A  number  of  librarians  reported  recent 
involvement  with  local  officials  for  a  building  program  and  felt  very 
strongly  about  the  importance  of  public  relations  in  promoting  capital 
projects.  When  asked  if  public  relations  activities  were  necessary  to 
increase  the  number  of  library  patrons,  most  answered  yes,  although  the 
subject  was  rarely  brought  up  as  an  initial  public  relations  goal. 
Again,  some  librarians  felt  that  increasing  patron  counts  was 
unnecessary  since  "their  library  already  had  more  patrons  than  it  could 
handle. " 
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TARGET  AUDIENCES  FOR  LIBRARY  PUBLIC  RELATIONS  PROGRAMS 
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Another  open-ended  survey  question  asked  the  respondents  "what 
audiences  or  groups  within  society  should  libraries  target  as  the 
primary  focus  of  a  public  relations  effort?"  Table  7  presents  the 
librarians'  response  to  the  item.  The  most  frequent  response  (24.2 
percent)  was,  "no  one  group  in  particular"  should  be  targeted  and 
"everyone  is  important."  However,  on  several  occasions,  that  answer  was 
followed  by  the  name  of  a  specific  group  or  organization  the  library  \\a6 
experience  with.  Children  frequently  were  cited  a  target  group  or 
audience  on  the  assumption  that  if  they  are  attracted  to  the  library  at 
an  early  age,  it  would  set  a  pattern  for  life.  Several  other  categories 
of  individuals  were  mentioned  such  as  senior  citizens,  youth, 
handicapped  individuals,  teachers,  business  persons,  and  ths  middle 
class.  Individuals  who  felt  that  public  relations  was  part  of  a  larger 
political  endeavor  were  also  apt  to  describe  "target  audiences"  in  terms 
of  their  potential  political  or  financial  impact  on  the  library. 

Again,  a  complete  list  of  respondent  comments  is  contained  in  the 
appendix. 
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TABLE  7 

RESPONSES  TO  THE  OUESTION: 

"In  Your  Judgement,  What  Audiences  or  Groups 

Within  Society  Should  Libraries  Target  as  the  Primary 

Eocus  of  a  Public  Relations  Effort?" 


1.  No  one  group  in  particular  --  everyone! 

2.  Children 

3.  Senior  citizens 

4.  Farmers/agricultural  community 

5.  Young  adults/adults 

6.  Blind/handicapped 

7.  The  financial  base  of  the  community/ 
politicians 

8.  Teachers/schools 

9 .  Men 

10.  Business  people 

11 .  Middle  class 
Total 


Number 
Times 
Mention 

of 
ed 

Percent 
of  Total 

15 

24.2? 

14 

22 . 6°/, 

6 

9.6? 

5 

8.1% 

5 

8.1? 

4 

6.5? 

4 

6. 5? 

3 

4.8? 

2 

3.2? 

2 

3.2? 

_2 

3.2? 

62 

100.0% 

Source:  Mountain  International,  Inc, 
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RESPONSIBILITY  FOR  COORDINATING  LIBRARY  PUBLIC  RELATIONS 
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Responses  to  the  final  question  on  the  survey,  "What  agency  or 
party  should  take  the  lead  in  providing  public  relations  materials  or 
information  for  Montana  libraries?"  is  summarized  in  Table  8.  The  most 
common  response  (42.1  percent),  was  "the  individual  library  within  the 
local  community."  The  Montana  State  Library  was  looked  to  by  28.9 
percent  of  the  respondents  and  the  library  federations  were  a  distant 
third  with  10.5  percent  of  the  votes.  Five  respondents  declined  to  give 
a  specific  answer,  some  saying  that  all  of  the  those  mentioned  should 
help  out,  and  some  stating  that  the  general  question  was  too  vague  to 
determine  proper  leadership.  Of  those  who  answered  that  the  individual 
library  should  be  responsible,  several  also  suggested  it  would  be 
desirable  to  also  have  a  higher  authority  assist  with  the  effort.  Many 
librarians  referred  to  the  value  of  the  state  developing  public 
relations  programs  that  could  be  passed  down  and  adapted  to  individual 
community  needs.  Several  librarians  mentioned  past  use  of  "canned" 
public  relations  materials  provided  by  either  the  state  library  or  one 
of  the  federations.  Such  programs  were  reported  to  have  experienced 
varying  degrees  of  success.  Non-local  public  relations  efforts  were 
viewed  with  subtle  skepticism  even  by  those  who  supported  the  idea  of 
the  federation  or  Montana  State  Library  taking  the  lead  in  public 
relations.  While  local  libraries  anticipated  the  need  for  state  or 
federation  resources  to  support  a  strong  public  relations  effort,  they 
questioned  the  ability  of  such  entities  to  be  "in  tune"  with  local  needs 
or  values.  As  such,  local  involvement  is  viewed  as  critical  to  any 
public  relations  effort. 


32, 


TABLE  8 

RESPONSES  TO  THE  QUESTION: 

'What  Agency  or  Party  Should  Take  the  Lead 
in  Providing  Public  Relations  Materials 
of  Information  for  Montana  Libraries?" 


1.  The  individual  library  itself 
within  the  local  community 

2.  The  library  federations  on  behalf 
of  their  regional  members 

3.  The  Montana  State  Library  on  behalf 
of  all  libraries 

4.  The  Montana  Library  Association 

5.  A  special  committee  of  the  Montana  State 
Library  Commission  with  additional 
representatives  from  the  libraries  and 
citizens  at  large 

6.  A  public  relations  firm  under  contract 

7.  Other 
Total 


Source:  Mountain  International,  Inc. 
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Number 

of 

Times 

Percent 

Mention 

ed 

of  Total 

16 

42.15! 

4 

10.5% 

11 
2 

28. 9% 

5 .3* 

0  0.0% 

o  o.o% 

_5  13.2% 

38  100.0% 


OBSERVATIONS 
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The  survey  data  suggests  several  themes  or  conclusions  that  merit 
attention  if  Montana's  library  community  plans  to  undertake  a 
successful  public  relations  effort. 

1.  The  libraries  tend  to  view  their  service  area  and  operating 
environment  in  very  specific  terms,  usually  the  corporate 
boundaries  of  the  city  or  county.  Even  the  federation 
headguarter  libraries  defined  themselves  as  county  libraries 
notwithstanding  their  multi-county  role.  Libraries  have  a 
community  of  interest  that  extends  beyond  their  particular 
geographic  setting.  A  public  relations  effort  cannot 
successfully  communicate  the  librarys'  needs  or  activities  in 
a  cost  effective,  coordinated  fashion  until  and  unless 
libraries  see  themselves  and  work  together  as  part  of  a  larger 
network  or  community. 

2.  The  libraries  do  not  maintain  the  type  of  data  base  or  records 
that  are  essential  to  a  public  relations  effort,  particularly 
one  aimed  at  enhancing  library  resources.  Such  efforts 
reguire  the  ability  to  speak  definitively  about  "who,  how 
many,  how  much,  when,  where,  and  why."  Most  of  the  libraries 
do  not  know,  in  any  specific  sense,  who  they  service  and  to 
what  degree.  A  library  serving  ten  thousand  people,  each  of 
whom  check  out  four  books  per  year  (circulation  =  40,000), 
faces  a  different  type  of  operating  and  public  relations 
environment  than  a  library  serving  500  people  each  of  whom  use 
80  books  (circulation  =  40,000).  There  is  a  need  for  some 
basic  data,  both  to  organize  and  implement  a  public  relations 
effort. 

3.  Public  relations  has  a  very  ambiguous  image  or  definition  in 
the  minds  of  most  librarians.  It  is  viewed  as  being  tied  to 
publicity  and  aimed  at  making  people  feel  more  positive  about 
things.  Virtually  all  of  the  respondents  viewed  public 
relations  as  something  distinct  or  separate  from  the 
organizations'  larger  mission  rather  than  as  an  integral  part 
of  it.  Most  librarians  also  equated  public  relations  with  an 
event  (i.e.,  newspaper  articles)  rather  than  as  a  process,  one 
that  continuously  generates  information. 

4.  Public  relations  is,  for  most  libraries,  an  informal,  largely 
ad  hp_£  endeavor.  The  lack  of  formality  also  implies  a  lack  of 
effect.  Public  relations  is  communication  and  communication, 
to  be  effective,  must  be  organized,  continuous,  and 
repetitive. 

5.  Few  libraries  specifically  dedicate  resources  for  public 
relations.  The  lack  of  a  public  relations  budget  inhibits 
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both  program  development  and  implementation.  One  does  not 
know  what  one  can  achieve  until  there  is  some  sense  of  the 
tools  and  resources  available.  It  is  not  necessary  for 
libraries  to  have  a  specific  line  item  in  the  annual  budget 
for  public  relations.  Indeed,  such  an  entry  is  an  open 
invitation  to  the  county  commission  to  "trim  a  little  fat." 
Nevertheless,  resources  should  be  identified  and  set  aside  for 
public  relations  be  they  staff  hours  or  funds. 

6.  To  most  librarians,  the  goals  of  a  public  relations  effort  are 
very  diffuse  lacking  both  a  specific  mission  to  accomplish  and 
environment  in  which  to  take  action.  Public  relations  can 
operate  at  several  different  levels  simultaneously.  Rood 
public  relations  is  flexible  and  can  communicate  a  variety  of 
messages  to  a  variety  of  publics.  But,  it  is  still  necessary 
to  know  what  the  "message"  is  and  who  the  "public"  will  be. 
Those  criteria  seem  to  lack  definition  in  all  but  the  largest 
libraries  where  public  relations  activities  have  been  more 
closely  related  to  developing  political  and  financial  support. 

7.  There  is  an  almost  complete  lack  of  consideration  for  or 
naivete  about  the  value  of  public  relations  within  the  context 
of  public  policy  determination  and  resource  allocation.  It  is 
important  that  all  citizens  feel  welcome  in  their  local 
libraries.  It  also  is  important  that  children  learn  to  read 
and  enjoy  the  amenities  available  in  the  library.  But  a 
public  relations  effort  aimed  at  such  groups  trades  off 
limited  resources  for  generalized  results  and,  usually,  little 
direct  payback  to  the  institution.  Children's  reading  hours 
are  valuable  exercises  in  themselves  and  as  a  puDiic  relations 
tool.  They  also  can  be  used  to  support  the  institution's 
larger  mission. 

8.  As  shown  in  Table  5,  the  libraries  engage  in  a  wide  variety  of 
activities  that  are  geared  to  communicate  with  the  public.  By 
and  large,  those  efforts  are  not  coordinated.  They  consist  of 
a  series  of  one  shot  promotions  that  do  not  project  a  constant 
theme. 

9.  There  is  a  fair  amount  of  ambivalence  regarding  what  agency 
should  take  the  lead  in  organizing  public  relations  activities 
for  libraries.  The  preference  is  for  the  "local  library" 
itself  but  that  view  is  coupled  by  the  realization  that 
financial  and  staff  resources  are  likely  to  be  more  plentiful 
with  the  federations  or  state  library.  Regional  or  statewide 
authorities  can  serve  a  valuable  function  in  preparing  general 
public  relations  materials  and  in  providing  technical 
assistance  to  show  local  libraries  "how  to"  conduct  a  specific 
public  relations  campaign  or  organize  the  basic  public 
relations  process. 
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Local  personnel  must  conduct  their  own  public  relations 
duties;  they  cannot  be  handled  by  outside  agents  unless  the 
library  service  area  is  a  large  urban  area.  Most  of  Montana's 
libraries  are  in  small  towns  and  rural  areas  where  community 
life  is  based  on  personal  communication.  In  such  settings,  a 
successful  public  relations  campaign  must  start  with  that 
premise  as  wel 1 . 

10.  There  is  a  broad  consensus  on  the  methods  that  will  be  most 
effective  in  communicating  with  the  Montana  public 
newspapers,  reading  programs,  speaking  engagements/tours,  and 
allowing  community  groups  to  use  the  library.  One  or  more  of 
those  approaches  should  become  the  core  around  which  library 
public  relations  programs  are  organized. 

11.  Successful  public  relations  requires  a  message,  a  medium  of 
communication,  an  audience,  and  a  system  of  feedback  providing 
information  on  the  effectiveness  of  the  communication.  At 
present,  none  of  those  elements  appear  to  be  well  defined  in 
either  the  individual  libraries  or  in  the  larger  library 
community.  Their  resolution  is  critical  to  the  organization 
of  any  public  relations  effort  and  its  ultimate  success. 
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APPENDIX  A 

1 .  Sample  Libraries 

2.  Survey  Instrument 
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MONTANA  STATE  LIBRARY 

PUBLIC  RELATIONS  SURVEY 

SAMPLE  LIST 


Large  Libraries        Medium  Libraries        Small  Libraries 

Parmly  Billings        Hearst  Free-Anaconda     Fallon  County 

Bozeman  Public         Dillon  City  Belgrade  Publir 

Glasgow  City-County     Glendive  Public        Henry  Mai  ley  Memorial- 

Broadus 

Great  Falls  Public  Big  Horn  County  Public  Liberty  County 

Missoula  City-County  Lewistown  City  Blaine  County 

Miles  City  Public  Lincoln  County  Free  Stillwater  County 

Butte-Silver  Bow  Free  Livingston  Public  Conrad  Public 

Lewis  and  Clark  County   Sidney  Public  William  Kohrs 

Memorial-  Deer  Lodge 

Havre-Hill  County       Roosevelt  County       Clancy  Memorial -Ennis 

Flathead  County  Free    Poison  City  Mineral  County 

Glacier  County         Moore  Memorial 

Toole  County  Free       Plains  Public 

Sheridan  County  Free    Daniels  County  Free 

Hamilton  Public        Roundup  Community 

Twin  Bridges  Publ ic 

Rosebud  County 


Not  available  for  survey  interview  and  are  not  included  in  the  survey 
analysis. 
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PUBLIC  RELATIONS  SURVEY 


1.   What  geographic  area  of  Hountana  does  your  library  serve? 

(select  the  largest  applicable  area  and  write  in  description) 

12       1.  C1ty/town  Description:  

2.  Portion  of  county  

3.  County  t 

4.  Multi  county  


2.  Approximately,  what  is  the  population  of  the  area  served  by  your 
library?  (fill  1n  the  blank  space) 

13-18    people 

3.  Of  that  number,  in  your  estimation,  what  percentage  or  share  of 
the  population  use  your  library  more  than  two  times  per  year? 
(fill  1n  the  blank  spaces) 

19-20 

21-26  %  share  =  people 


Is  the  population  of  the  area  served  by  your  library  increasing, 
decreasing,  or  remaining  about  the  same?  (check  one) 

1.   Increasing 

2.  Decreasing 

3.  Remaining  about  the  same 


During  the  past  three  years,  has  your  library's  annual  circulation 
increased,  decreased,  or  remained  about  the  same?  (check  one) 

1.  Increased 

2.  Decreased 

3.  Remained  about  the  same 


6.   When  I  say  "public  relations"  for  libraries,  what  type  of  Image 
or  set  of  activities  comes  to  mind?  (write  answer  1n  space 
provided) 
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7.   How  would  you  characterize  the  structure  of  your  library's  public 
relations  program?  (check  one) 

29  1.  Formal  --  Staff  resources  and  funds  specifically 

allocated  to  conduct  public  relations. 

2.  Informal  --  No  specific  programs.  Staff  and  funds 
occasionally  used  for  public  relations  as  resources 
allow. 

3.  Little  to  no  public  relations  effort 


8.  Approximately,  how  many  staff  hours  are  developed  to  PR  activities 
each  month  by  your  library?  (fill  1n  the  blank  space) 

30-32    hours 

9.  Approximately,  how  much  money  does  your  library  annually  spend  on 
PR  activities?  (fill  in  the  blank  space) 

33-38    dollars 

10.  Now,  I  am  going  to  read  you  a  list  of  activities  that  are  commonly 
part  of  a  public  relations  effort.  Please  tell  me  which  of  the 
activities  your  library  has  used  during  the  past  three  years. 
Also,  tell  me  how  effective  each  approach  is  likely  to  be  1n 
communicating  with  people  in  your  area  of  Montana,   (read  the  lists 
below  and  circle  the  appropriate  answer  for  1n  each  column) 

Type  of  Public  Relations  Activity  Use  Effectiveness 

1)  Preparation  and/or  distribution    (39)  1.  Yes       (40)  1.  High 
of  pamphlets  and  brochures  about       2.  No  2.  Medium 
the  library.                      3.  Don't  know     3.  Low 

4.  Don't  know 

2)  Participation  of  library  staff     (41)  1.  Yes       (42)  1.  High 
in  civic  organizations  (i.e.,         2.  No  2.  Medium 
Kiwanis,  business/professional).       3.  Don't  know     3.  Low 

4.  Don't  know 

3)  Radio  and/or  T.V.  announcements    (43)  1.  Yes       (44)  1.  High 
about  the  library.  2.  No  2.  Medium 

3.  Don't  know     3.  Low 

4.  Don't  know 

4)  Speaking  engagements  and/or  tours  (45)  1.  Yes       (46)  1.  High 
to  explain  the  library's  use.         2.  No  2.  Medium 

3.  Don't  know     3.  Low 

4.  Don't  know 
41. 


5)   Having  community  groups  use       (47)  1.  Yes       (48)  1.  High 

library  facilities  for  meetings,       2.  No  2.  Medium 

etc.  3.  Don't  know     3.  Low 

4.  Don't  know 

G)       Newspaper  stories  and/or  columns   (49)  1.  Yes       (50)  1.  High 

about  activities  at  the  library,       2.  No  2.  Medium 

or  new  books  received,  etc.  3.  Don't  know     3.  Low 

4.  Don't  know 

7)  Special  programs  tc  encourage     (51)  1.  Yes.       (52)  1,  High 
people  to  read,  etc.  (i.e.  2.  No  2.  Medium 
children's  stories,  etc.)            3.  Don't  know     3.  Low 

4.  Don't  know 

8)  Preparation  and/or  distribution    (53)  1.  Yes       (54)  1.  High 
of  posters  about  libraries,  2.  No  2.  Medium 
reading,  etc.                     3.  Don't  know     3.  Low 

4.  Don't  know 

11.  In  your  opinion,  what  should  a  library  be  trying  to  accomplish 
through  a  public  relations  effort?  (allow  respondent  to  ansv/er, 
then  probe  further  additions  to  questions) 


1)   First  Probe:  improve  political  relations 
with  local  government/budget  officials 


2)   Second  Probe:  Increase  circulation 


3)   Third  Probe:  Increase  use  of  library 
services  other  than  book  circulation 


4)   Fourth  Probe:  Increased  citizen/taxpayer 
support 


5)   Fifth  Probe:  Increase  the  number  of  patrons 


6)   Sixth  Probe:  Increase  use  of  library  facilities 
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12.   In  your  judgement,  what  audiences  or  groups  within  society  should 
libraries  target  as  the  primary  focus  of  a  public  relations 
effort?   (fill  1n  blank  space) 


13.  What  agency  or  party  should  take  the  lead  1n  providing  public 

relations  materials  or  Information  for  Montana  libraries?  (check 
one) 

55       1.  The  Individual  library  acting  for  Itself  within 

the  local  community 

2.  The  library  federations  on  behalf  of  their  regional 

members 

3.  The  Montana  State  Library  on  behalf  of  all  libraries 

4.  The  Montana  Library  Association 

5.  A  special  committee  of  the  Montana  State  Library 

Commission  with  additional  representation  from  the 
libraries  and  citizens  at-large. 

6.  A  public  relations  firm  under  contract 

7.  Other  (please  specify)  


14.  Do  you  have  any  other  thoughts  or  comments  you  wish  to  make? 


THANK  YOU! 
A3. 


LIBRARY  INDICATORS  (Abstracted  from  1984  Library  Directory) 

Col.  56  —  Skip 

57-58  --  Hours  of  Operation  Per  Week:  

59-62  —  Staff  FTE:                 

63-68  —  Total  Titles:              

69-74  —  Circulation: 

75-81  —  Total  FY  84  Expenditures:     

82-86  —  FY  84  Spending  Per  Capita: 
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APPENDIX  B 

Responses  to  Open-Ended  Questions: 

Ouestion  #6:  Image  of  Public  Relations 

Question  #11:  Goals  of  Public  Relations 

Question  #12:  Target  or  Focus  of  Public  Relations 

Question  #13:  Lead  Party  for  Public  Relations 

Question  #14:  Additional  Comments 
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QUESTION  H6: 

"When  I  Say  'Public  Re 1  a t ions'  for  Libraries,  What 
Type  of  Image  or  Set  "oT~Activities  Comes  to  MindT"" 

1)  I  think  of  public  relations  through  the  "friends  of  the  library"  -- 
displays  and  programs. 

2)  A.   Speaking  to  clubs  to  continually  put  the  library  in  focus 
B.   Articles  in  newspaper  telling  what's  new  in  the  library 
D.   Story  hour/readir.g  programs 

D.   Personal  one-to-one  basis  --  contacting  customers  and  saying 
"I  have  a  book  you  would  like" 

3)  A.   Press  releases  in  the  newspaper 

B.  Continuing  education  for  college 

C.  Radio 

4)  A.   Articles  in  the  local  newspaper,  radio 

B.  Items  on  bulletin  board 

C.  Reading  programs 

D.  Giving  each  person  VIP  treatment 

5)  A.   What  the  people  think  of  the  library 

B.  Columns  in  the  newspaper 

C.  Preschool  story  hour 

D.  A  booth  at  the  county  fair 

E.  Programs  and  family  programs  like  "Let's  Talk  It  Over" 

F.  A  business  center 

6)  Our  "friends"  group  to  help  with  public  relations 

7)  A.   A  positive  image 

B.   Books,  information  and  programs 

8)  A.   Being  aware  of  what  the  public  needs 

B.  Keeping  their  interest  --  keeping  them  coming  in 

C.  Getting  the  right  type  of  material  for  them 

9)  A.   Working  with  very  young  children 
B.   Having  book  reviews 

10)  A.   Weekly  articles  in  the  local  newspaper 

B.  Programs  for  children 

C.  Programs  for  adults,  especially  in  the  fall  and  winter 

D.  Information  programs 

11)  Politics!  And  other  normal  publicity. 

12)  Promoting  through  various  channels  and  outlets  what  the  library  is 
doing  and  how  it  can  serve  the  people. 
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13) 


14' 


We  recently  took  a  poll  to  see  if  v/e  should  expand  the  library. 
Everyone  wants  it  to  expand,  so  I  guess  we  have  a  good  imaae. 


Use  of  the  newspaper  and  radio  station 
Posters 


15)  A.   Inside  public  relations: 

1.  Surveying  the  public  non-users  --  why  they  do  not  use  the 
library  and  what  it  would  take  to  attract  them 

2.  Surveying  the  users  --  find  out  what  they  like  and  why 
they  use  it 

3.  Doing  programming/purchasing  to  attract  users  and 
non-users 

4.  The  image  the  library  projects  both  inside  and  outside  -- 
a  knowledgable  staff  "needs  to  be  extra  personable  and 
service  oriented" 

B.   Active  public  relations: 

1.  Getting  outside,  speaking,  developing  media  contacts,  and 
providing  slide  type  shows 

Art  displays  for  local  craftsmen 


16) 
17) 

18) 

19) 

20) 

21) 
22) 

23) 
24) 


Good  will  and  advertising 

Trying  to  make  the  library  look  good 

Being  a  community  leader 
Being  a  learning  center 

Stories  to  the  newspaper 
Radio  station 
Television  interviews 


My  primary  thought  is  of  coverage  in  the  news  media  of  our  basic 
services. 

We  do  not  do  anything,  I  cannot  think  of  a  thing. 

A.  Stuff  in  the  newspaper 

B.  Programs 

C.  Displays 

D.  Generally  getting  the  v/ord  out 

A.  How  well  we  receive  the  people  and  how  nice  we  are 

B.  Visiting  with  patrons  when  they  are  in  visiting  mood. 

A.   Newpaper  articles 

E.  Radio 

C.  The  county  fair 


25)  A.   Working  with  the  media  --  explaining  to  them  v/hat  we  are  and 
why  we  are  here 
B.   Letting  people  know  we  are  here  and  that  they  are  supposed 
to  be  using  us 
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26)  A.  Story  hour 

B.  Read  aloud  program 

C.  News  items  in  paper 

D.  Large  fund  drives  (for  a  new  building) 

27)  A.  Newspaper  articles 

B.  Radio,  television  spots 

C.  Special  programs 

28)  A.  Story  hour 

B  Book  club  with  the  children 

C.  Letting  people  use  one  room  for  meetings 

29)  A.  Being  \jery   visible  as  a  librarian 

B.  Writing  book  reviews 

C.  Having  authors'  day 

30)  Having  super  public  relations  with  the  radio  station  and 
newspapers. 

31)  Getting  out  there  and  letting  the  people  know  what  we  have. 

32)  A.  Our  PR  is  pretty  good 

B.  Pre-school  story  hour 

C.  School -age  reception 

33)  A.  Weekly  articles  in  the  newspaper 

B.  Radio  station 

C.  Fair  booth 

34)  A.  Community  involvement 

B.  Community  based  activities  that  happen  at  the  library 

35)  A.  Recreational  reading 

B.  A  lot  of  PR  has  been  needed  for  building  and  funds 

36)  A.  The  image  we  project  as  a  local  institution,  the  day  to  day 

behavior  of  the  staff,  and  word-of-mouth  from  users 

B.  Television,  radio,  and  newspaper 

37)  A.  Mostly  articles  in  paper 

B.  Open  house 

C.  "Friends  of  the  library"  book  sale 

D.  Childrens'  relations 

E.  Bulletin  board 

F.  Display  case 

38)  A.  Using  every   opportunity  we  have  to  talk  about  the  library 

B.  Representing  the  library 

C.  Newspaper 

D.  Posters 
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QUESTION  #11: 

' ' In  Your  Opinion ,  What  Should  a  Li brary  Be 
Trying  to  Accomplish  Through  a  Public  Relations  Effort?" 

1)  To  have  people  use  the  library  more. 

2)  To  get  people  back  to  the  written  word  --  television  has  reached 
its  maximum  interest  and  we  have  a  mission  to  get  the  people  back 
to  the  library. 

3)  To  make  people  —  parents,  teachers,  and  children  --  aware  that  v/e 
do  have  a  1 i brary  . 

4)  Encourage  more  people  to  come  in  and  use  the  library  --  there  is 
more  available  than  just  books. 

5)  Librarians  are  "haunted"  by  people  saying  "I  didn't  know  you  had 
that." 

6)  Trying  to  get  the  kids  in.  The  last  librarian  appeared  to  have 
been  too  strict  with  kids  and  I  am  trying  to  get  them  to  come  back 
in.  I  have  set  up  a  children's  room  which  has  been  very 
successful . 

7)  To  raise  the  level  of  awareness  of  services  and  materials  available 
in  a  library.   Increased  usage. 

8)  The  more  you  get  out  and  do  things,  the  more  it  brings  your  people 
in.  I  am  particularly  interested  in  their  needs  and  wants. 

9)  Public  awareness  of  services  that  are  offered  at  the  library. 

10)  Make  the  people  aware  of  what  the  library  has  to  offer. 

11)  Letting  the  public  know  what  is  available. 

12)  Informing  the  community  of  what  is  available,  and  what  their  tax 
dollars  are  being  used  for. 

13)  To  serve  as  many  people  as  we  possibly  can  and  as  best  as  we  can 
through  the  interlibrary  loans,  etc. 

14)  Develop  a  positive  image  of  the  library  --  we  want  people  to  know 
that  we  don't  just  glare  and  whisper  and  act  the  part  of  the  nasty 
1 ibrarian. 

15)  It  boils  down  to  gaining  better  public  support  through  knowledge  of 
what  is  available. 

16)  To  educate  the  public  of  what  services  are  available. 
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17)  Encourage  the  public  to  use  the  library. 

18)  Increase  the  public's  awareness  of  the  services  offered  by  the 
1 ibrarv. 

19)  A.   Make  people  of  the  area  aware  of  what  is  there  and  what  they 

can  make  of  it 
E.   The  purpose  is  to  furnish  all  types  of  material  for  people  of 
the  area   --  the  rest  comes  on  its  own 

20)  A.   To  create  an  awareness  of  the  library 

B.   To  inform  the  public  of  the  services  provided 

21)  With  just  one  on  the  job  we  have  more  than  we  can  handle.  Most 
libraries  look  like  glorified  supermarkets  with  their  messy 
posters.  We  are   not  trying  to  compete  with  anyone. 

22)  Having  a  good  positive  image  of  continued  support  from  funding 
bodies  and  to  get  the  word  out  of  what  the  library  has  to  offer. 

23)  Having  people  be  aware  of  what  we  have.  We  have  a  good  section  of 
history  of  Montana. 

24)  Educating  people  as  to  what  the  library  has  to  offer!  People  often 
say,  "I  didn't  realize  you  had  that!" 

25)  A.   To  let  people  know  what  we  have  for  them  here.  Many  do  not 

know  we  have  interlibrary  loans.  We  are  not  just  a  bunch  of 
old  books. 

B.   To  upgrade  our  image  --  help  public  see  what  we  are  like. 

26)  Trying  to  get  a  better  cross  section  of  letting  them  see  what  we 
have.  They  just  are  not  aware.  There  are   things  people  do  not 
know  about. 

27)  To  make  people  aware  of  different  services  and  materials  the 
library  has  to  offer  them. 

28)  To  be  aware  of  what  libraries  can  offer  people.  If  they  have  never 
used  the  library  before,  they  do  not  know  what  it  can  do  for  them. 

29)  The  library  should  just  try  to  advertise  itself  and  build  good 
will. 

30)  Keeping  the  public  informed  of  activities  within  the  library. 

31)  A.   It  is  important  to  let  people  know  what  is  happening  here, 

getting  them  to  use  it 
B.   We  have  funding  problems  and  money  is  not  available  --  we  can 
get  support  and  help  from  them  by  letting  them  know  what  is 
happening 
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32)  To  raise  the  image  and  get  more  usage. 

33)  f'aking  the  public  aware  of  what  is  at  the  library.  So  many  never 
come  in,  so  it  is  important  to  attract  more  people. 

34)  Increased  public  awareness  of  the  library  as  a  library  facility  -- 
to  realize  that  it  belongs  to  them.  The  library  is  an  activity 
center,  a  real  community  facility. 

35)  To  get  as  many  library  supporters  as  you  can  get. 

36)  A.   Our  goal  is  not  to  drum  up  business  --  we  have  more  than  we 

can  handle 

B.  Community  awareness  that  there  are   libraries  here 

C.  Getting  "friends  of  the  library"  going 

37)  Make  people  aware  that  there  is  a  library,  fncourage  them  to  us° 
the  library  when  they  need  things. 

38)  f'aking  ourselves  known  as  to  what  we  have  and  can  offer,  and  what 
we  can  do  for  them  as  a  place  where  they  can  find  information. 
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Ol'ESTION  #12: 

"In  Your  Judgement,  What  Aud i ences  or  Groups 

WithirTSociety  Should  Libraries  Target  as  tHe  Primary 

Focus  of  a  Public  Relations  Effort?" 


1 )  Senior  citizens. 

2)  A.   The  farmers  and  ranchers  in  the  community.  I  have  been  very 

unsuccessful  at  this  effort.  They  need  to  read  more  even 
though  we  have  a  lot  of  agricultural  material  and  journals. 
B.   Men  need  to  come  in  more.  They  don't  think  they  need  it. 

3)  A.   Children 

B.  Blind  and  handicapped  --  we  have  done  guite  a  bit  here 

C.  Elderly  --  we  have  been  taking  books  to  the  retirement  home 

4)  A.   The  public  as  a  whole  --  we  should  not  cater  to  just  one 

group.  All  taxpayers  should  have  the  privileges. 
B.   We  do  try  to  v/ork  extra  hard  with  rural  schools  which  just  do 
not  have  the  budget  for  their  own  libraries. 

5)  A.   The  public  in  general 

B.   The  adults  because  the  children  already  have  nood  school 
1 ibraries 

6)  Children!  Then  the  parents  will  follow  in,  especially  here  in  the 
rural  district  where  parents  have  to  bring  them  in. 

7)  A.   Senior  citizens  rate  highly 

B.  Children,  who  become  future  users 

C.  All  consumers  --  a  catch-all  group 

8)  A.   Any  group/organization 

B.   Schools  --  we  must  be  in  close  contact  to  encourage  use 

9)  One  group  does  not  stand  out  over  another  --  they  are  all 
important.  There  are  so  many  types  of  groups. 

10)  A.   People  in  ewery   category  who  do  not  use  the  library.  We  would 

like  for  them  to  use  it. 
B    We  also  need  to  target  more  teachers 

11)  A.   Need  to  attract  everyone  --  unless  you  have  a  special  group 

that  needs  help 
B.   Would  like  to  attract  more  of  the  business  community 

12)  Target  the  financial  and  power  base  of  the  community.  Hopefully, 
from  them,  you  can  get  the  support.  Then  you  can  target  the  middle 
class  who  need  it.  You  never  get  anywhere  otherwise. 
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13)  A.   The  commissioners!  Just  /jokinq,  hut  it  is  important. 
C.   All  the  taxpayers  and  supportive  people 

14)  A.   You  have  to  target  the  children  or  vou  will  not  have  anvone 

coming  later 
B.   More  outreach  to  the  elderly  --  I  am  making  plans  here 

15)  Groups  that  control  power  in  a  community  but  are  not  users.  There 
is  no  point  in  preaching  to  the  "saved"  young  mothers  who  alreadv 
come.  More  business  professionals,  politicians,  government 
officials  --  whoever  makes  up  the  taxpayer  section.  Beyond  that, 
people  who  are  potential  users  but  are   not  aware  of  the  services, 
i.e.,  young  blue  collar  males. 

16)  The  young  adults. 

17)  I  cannot  single  out  any  one  group. 

18)  A.   Everybody 

B.   Special  groups  like  children  and  the  blind 

19)  The  agricultural  people.  I  would  like  to  make  more  of  an  effort 
here.  I  went  to  a  workshop  on  rural  library  serving. 

20)  This  depends  on  the  community.  Here  we  taraet  pre-school  and 
adults  for  continuing  education.  We  also  try  not  to  duplicate  what 
is  going  on  with  other  libraries. 

21)  We  do  not  need  to  focus  on  everyone.  People  .iust  feel  free  to  come 
in  to  the  library.  We  do  have  a  lot  of  retired  people. 

22)  The  middle  class  --  the  ones  who  pay  the  taxes  for  the  library. 

23)  A.   We  have  a  good  exchange  with  schools.  This  reaches  a  lot  of 

people. 
B.   There  are  always  people  who  do  not  have  time  who  need  to  be 
reached! 

24)  A.   Everybody  can  find  something  at  the  library 

B.   Kids  are  a  good  place  to  start  because  they  grow  up  and  keep 
reading 

25)  A.   Junior  and  senior  hiah  --  they  are  a   lost  population.  The 

young  kids  come  in  on  their  own. 

B.  The  young  adults  --  we  seem  to  lose  this  middle  population 

C.  Special  populations  such  as  the  handicapped 

26)  Young  people.  They  are  our  hope  for  tomorrow. 
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27)  A.   Primarily  the  non-users 

B.   Try  to  hit  all  types  and  sorts  --  the  blind,  elderlv,  and 
children 

28)  Target  the  parents  of  school -aned  children,  especially  the  vounner 
ones,  before  the  5th  or  6th  grade. 

29)  All  groups.  Nobody  special  --  everyone  from  school  kids  to  the 
elderly. 

30)  No  one  in  particular.  "Those  who  cannot  >-ead  are  as  bad  off  as 
those  who  do  not  read.' 

31)  This  depends  on  whether  you  are  trying  to  fund  raise  or  to  get  more 
people  to  use  the  library.  Then  you  attack  different  groups. 

32)  A.   I'm  not  sure  there  should  be  any  certain  targets 

B.   Maybe  the  younger  ones  for  continued  use  of  the  library 

33)  Children  get  neglected.  We  should  keep  in  mind  the  younqer  kids, 
then  the  parents  automatically  come  in. 

34)  A.   No  one  group  --  everybody  should  be  targeted 

B.   I  would  tend  to  say  children,  but  vou  must  keep  evervone 
interested 

35)  A.   Children!  They  do  come  back  as  taxpayers! 

36)  The  "movers  and  the  shakers"  --  college  administrators,  city 
council,  county  commissioners,  administrators,  businessmen  --  and 
those  whc  are  just  too  busy.  "Certainly  not  interested  in  whipner- 
snappers"  --  they  spill  things  on  the  floor. 

37)  A.   All  of  them 

B.   Children  and  elderly  --  they  use  it  avidly 

38)  Craftspeople,  homemakers,  ranchers,  and  farmers  --  I  would  like 
to  reach  these  people  more. 
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QUESTION  #13: 
Lead  Party  for  Public  Relations 


1)  Al 1  of  those  mentioned  should  participate,  but  the  local  library 
and  librarian  is  the  best.   If  the  people  arc   confident  in  the 
librarian,  then  people  will  alwavs  use  the  library.  This  is  a  good 
idea  --  I  like  Sara  Parker's  idea  of  doinn  this  study. 

2)  The  federation?  r.eed  to  be  more  aware  of  each  of  their  library's 
members. 

3)  It  needs  to  be  a  cooperative  effort  with  the  individual,  the 
federations,  and  the  state.  We  all  have  to  pitch  in  because  there 
is  never  enough.  Everybody  has  to  do  their  part. 

4)  We  need  the  state  to  help  a  lot.  The  federations  have  their  own 
things  to  worry  about. 

5)  The  library  federations  should  take  the  lead  for  small  public 
libraries,  and  it  should  also  come  from  within  each  individual 
1 ibrary. 

6)  PR  needs  to  be  done  at  a  local  level.  Basically  we  are  serving 
locals,  and  at  the  local  level,  we  know  more  about  what  is  goinq 
on. 

7)  The  State  Library  is  the  only  party  who  has  information  to  put  out 
material  that  would  mold  to  all  sizes  of  cities.  They  have  the 
information  at  their  finqertips. 

8)  All  listed  should  be  involved.  It  would  be  useful  if  the  State 
Library  could  come  out  with  some  PR  materials  that  could  be  adopted 
to  each  library. 

9)  The  libraries  must  be  responsible  for  themselves,  but  we  do  need 
more  statewide  effort  to  offer  more  technical  assistance. 

10)  Basically,  we  do  what  the  State  Library  decides  --  we  cannot  do  a 
lot  of  PR  by  ourselves. 

11)  Everyone  (each  library)  must  be  individually  responsible.  I  have 
appreciated  the  cassettes  the  state  sent  out.  It  would  help  if  any 
upper  level  could  send  clips  to  the  newspapers  because  small 
libraries  do  not  have  the  "know  how."  Through  the  federation  and 
I1LA  you  can  get  brighter  ideas.  I  have  felt  good  about  well 
written  PR  things.  I  can  beef  them  up  and  take  them  over  to  the 
newspaper. 

12)  Whichever  party  works  best,  but  all  should  share  in  the  burden. 
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13)  I  guess  it  is  up  to  the  individual  library,  but  I  always  loot  to 
the  State  Library  for  leadership.  We  received  radio  and  television 
tapes  sent  by  MSL,  but  the  results  were  minimal.   I  was 
disappointed  in  the  whole  effort. 

14)  The  Montana  State  Library  ought  to  work  on  havinq  more  sions  up, 
billboards,  and  packaqe  materials  for  the  communities. 

15)  Let  the  federations  do  it  --  they  seem  to  have  the  rioht  materials. 
Pass  the  buck,  it  seems  like  a  good  job  for  them. 

16)  i  really  feel  it  should  be  the  local  library,  but  with  some 
assistance  from  the  State  Library  or  federations.  The  state  has  a 
wider  area   to  pull  PR  stuff  from.  They  have  a  more  orqanizaed 
base. 

17)  It  v/ould  be  nice  if  the  state  could  set  up  a  department  for  PR. 
Have  one  person  doinq  this  and  helping  us  tailor  it  to  our  needs. 
We  need  to  share  more.  Have  a  central  tie-together. 

18)  I  do  not  know  if  it  is  feasible,  but  it  would  be  nice  to  have  more 
prepared  things.  At  the  same  time,  a  lot  has  to  come  from  local 
libraries.   I  v/ould  like  radio  and  television  spots  to  adopt  to  our 
needs. 

19)  The  Montana  Library  Association  for  supplying  the  over  all 
materials.  Then,  go  to  the  individual  library  for 
responsibilities.  We  do  need  help. 

20)  It  has  to  be  somebody  at  the  top. 

21)  The  local  libraries  know  how  to  handle  it,  then  the  library 
federations  should  come  in  to  help. 

22)  It  is  up  to  the  individual  library,  but  a  little  help  from  others 
v/ould  be  nice.  We  have  used  posters  published  by  the  ALA. 

23)  All  of  the  agencies  mentioned  serve  a  purpose,  but  the  individual 
library  should  take  the  lead.  However,  it  v/ould  be  handy  for 
someone  else  to  do  the  work! 

24)  It  v/ould  be  nice  to  have  help  from  other  areas.  We  could  use  help 
like  in  writing  big  articles. 

25)  The  Montana  State  Library  is  the  best.  It  is  organized  and  able  to 
do  it.  Federation  libraries  are  just  too  close  to  home. 

26)  PR  is  not  our  priority.   It  is  nice  to  have  canned  stuff.  We  have 
been  turning  many  responsibilities  over  to  the  "friends  of  the 

1 ibrary. " 
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27)  f'ontana  State  Librarv  can  effectively  distribute  statewide.   It  is 
best  to  qet  the  lamest  variety  to  the  lamest  amount  of  libraries. 

23)  for  a  lot  of  things  the  individual  library  should  be  in  charqe.   1 
would  like  to  say  "qive  the  lead  to  somebody  else,"  but  it  depends 
on  what  we  are   talkino  about.  People  do  not  really  care  what  is 
aoinq  on  elsewhere  and  big  orqanizations  cannot  know  what  is  qoinq 
on. 
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QUESTION  #14: 

Additional  Comments 


1)  PR  must  be  a  constant  thing  --  you  cannot  take  for  nranted  that 
just  because  Granny  Smith  has  been  cominq  in  for  fifty  years,  that 
everyone  else  will  know  what  is  there! 

2)  We  should  be  doing  more  with  public  relations.  The  staff  is 
limited  and  we  just  do  not  have  the  'know  how"  to  approach  public 
relations. 

3)  I  have  been  wondering  about  the  possibility  of  a  statewide  library 
card.  We  just  do  not  have  enough  materials!  It  is  hard  to  qet 
interlibrary  loans. 

4)  I  would  like  to  see  the  results  (of  this  survey)  published. 

5)  There  are  too  many  persons  who  do  not  even  know  where  the  library 
is  in  their  community.  We  need  to  attack  this.  We  should  provide 
fliers  explaining  where  libraries  arc,  and  what  they  have  to  offer. 

G)  A  catchy  slogan  would  be  nice.  Something  to  tie  the  state  and 
libraries  together.  Something  to  identify  us  as  activists.  A 
vigorous  campaign. 

7)  It  would  be  nice  if  Montana  State  Library  could  come  up  with  a 
statewide  reading  program  or  something  of  this  nature.   In 
Wisconsin  they  have  a  very  intense  summer  reading  program.  A 
published  booklet  of  ideas,  different  themes  each  year,  games, 
music,  and  bibliographies. 

8)  PR  is  really,  really  important,  especially  in  this  community.  We 
had  an  older  librarian  who  just  did  not  do  much  recently.  So  there 
is  a  big  need  for  increased  awareness. 

9)  I  would  like  to  see  the  results  (of  the  survey)! 
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